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LEADING CHOICE OF AMERICA’S 
BUSINESS LEADERS... 


I 


ARISTOCRAT OF PAPERS 


For sales literature, packaging, labeling or displays — Champion Kromekote is the 
finest cast coated stock you can use. Its glistening surface gives flawless repro- 
duction, is superbly receptive to ink, is adaptable to literally hundreds of uses. 
Yes, Kromekote's the choice of America's business leaders. It's the culmination 
of over half a century of papermaking skill. Ask your Champion merchant to show 
you actual samples. The Champion Paper and Fibre Company, Hamilton, Ohio. 
MILLS AT HAMILTON, OHIO; CANTON, NORTH CAROLINA, AND HOUSTON, TEXAS 


DISTRICT SALES OFFICES: NEW YORK e CHICAGO e PHILADELPHIA e DETROIT 
ST. LOUIS e CINCINNATI e ATLANTA e DALLAS e SAN FRANCISCO 


WHATEVER YOUR PAPER PROBLEM 
d 9 
Sts a Challenge 


THERE'S A CHAMPION PAPER 


*Kromekote is the registered trodemork for Champion's cost cocted paper. 


FOR EVERY PRINTING NEED 


SPECIALTY PAPERS 





SATIN REFOLD ENAMEL 
Meets every requirement for 
quelity publication and adver- 
tising printing—thanks to top- 
grede ename! coating, felding 
tirength and its receptivity to ink. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this poper is un- 
excelled for fine lithography. lt is 
available in «@ wide variety of 
weights, sizes and special finishes. 


ARIEL COVER 
Particularly «ffective for catalog 
cards and displays 
ilable in white and eight 
colors, and in various weights, 
sizes and special finishes. 


Champion's specialties include 
coffee bag, drawing papers, gift 
wrap, end leaf, food container 
stock, red patch stock, stencil 
boord and pattern board. 








Specialized 
TENSION 
ENVELOPES 


Are the posta: scales weighing away extra profits 
that could be yours? Can you handle a given mail- 
ing better—and do the job at considerable saving? 


Specialized Tension Envelopes—the right type 
and size and substance weight—will very often pro- 
duce substantial savings in postage. Tension Post- 
age Savers and Booklet Postage Savers carry more 
weight at less cost than First Class mail...and get 
as many “openings.” The Duo-Post permits you to 
send a heavy Fourth Class catalog along with a 
First Class letter, with the assurance that the two 
will arrive together. “Lite Flite” air mail envelopes 
pay for themselves over and over—especially in 
foreign correspondence, where the minimum unit 
is ¥2 ounce. 


And don't forget, Specialized Tension Envelopes 
also save time in processing the mail, prevent mis- 
takes, protect envelope contents, promote sales and 
attract favorable attention! 





“TAKE A LETTER, PLEASE!” 


“Tension Envelope Corporation says they'll be glad to 
send us somples of envelopes that save postage costs if 
we just tell them our problem on our letterhead. The 
service is free. Let's see what they have to offer.” 


“TENSION ENVELOPE CORPORATION 
FACTORIES: New York 14, N.Y. @ St. Lovis 10, Mo. 
Minneapolis 1, Minn. © Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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HENRY HOKE, Faitor 
JAMES M. STEWART. A 
byt yg — yp Py fy Fy PRANK FRAZIER. ) MAA 


Cards and its speed is spectacular 
The period of hard-to-get Merchandise is chang M. L. STRUTZENBERG. 
ing to a period of hard-to-get Customers — and 
it ts ame tor all business men to consider what HENRY HOKE. JR 
and how they will adverse ~- . 
Newspaper and costly mail advertising is dom 
inated by big business. B ty ave the ability 
to compile a mailing list i tell your story ona 
any post card, this Ellwett rdvertiser will save 
soar Gaeienes Genseuh i ~—: EDITORIAL BOARD 
your Dusiness Deca sndreds of ac 
curately addressed and pertectiy printed post . : : 
cards into your nearest mail box within one hour 
ot the moment you concerve the thought 
May we send you copies of letters showing how 
the Elliott Cardvertiser has saved and built many 
retail businesses selling exactly what you se 


The Ellioce Addressing Machine Company 











NOW! NEW MAIL 
ORDER CUSTOMERS 
in VOLUME for Y O U! 


YOUR NEV — June 1949 
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FEATURES 


DEPARTMENTS 


FREE—\ ( INDIVIDUALIZED 
YOUR ! 


GENERAL ITEMS 


MOSELY SELECTING List SERVICE 


56 NEWBURY STREET 
BOSTON '6 


NEW MAIL ORDER CUSTOMERS 


IN VOLUME OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 


DMAA Members receive The Ret 


eg as , s n serv 


A port 
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SHORT 


NOTES 


DEPARTMENT 


@ PARDON ANY NOTICEABLE ecxu- 
berance . . . but one of our personal 
v-eaknesses is miniature mciling pieces. 
Probably the bes! seen by the REPORT- 
ER staff recently. was mailed by Typo- 
graphic Service. Inc., 1027 Arch Street 
Philadelphia 7, Pa. Inside mailing en- 
velope is a 4° x 5" qold-colored enve 
lope. And inside that... are 24 sepa 
rate 31/," x 414," reproductions of space 
ads set by Typo. Bordered with red 
and gold frame. Guess that saying 
about “good things in smal! packages” 
includes Direct Mail. 


eee 


@ HERE’S THE interesting reply R. E. S. 
Deichler. vice-president of American 
Airlines received from a recent Direct 
Mail promotion to Canadian business- 
men. “Congratulations! For more than 
thirty years I have been corresponding 
with executives in the United States 
many of whom have sent me addressed 
return envelones. BUT YOURS IS THE 
FIRST I HAVE EVER RECEIVED WITH 
A CANADIAN STAMP ON IT. See last 
Short Note in April REPORTER. Don't 
use U. S. pestage in reply envelopes or 
cards sent for renci'ing in Canada. 


@ “PROFITABLE WAYS to Promote 
Armstrong's Veos Wall Tile” is title of 
new Kromekote-covered, 8'/." x 11” 
booklet sent to tile contractors by 
Armstrong Cork Company. Lancaster, 
Pa. It contains advertising aids and 
ideas for use in all media. Even some 
advi~e on what to do when high school 
yearbook’s space seller comes around 
(classified as a “pressure” ad). There 
is a section on promotion letters .. . 
with 4 samples each for hotels, restau- 
rants, residences, schools and hospitals. 
There's a page on mailing list sug- 
ges‘ions too. A complete job. 


eee 


@ A CLEVER USE of the fold was uti- 
lited in a recent letter sent by American 
Airlines to travel agents throughout 
the country. Tells about the special 
$59 extra charge for round-trip AA 
passencers who want to make a detour- 
visit to Mexico City. To dramatize the 
idea AA prepared an explanatory 81," 
x 1034” letter, offset in 3 colors. Both 
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hottom corners were folded forward 
(like a paper airplane). The resulting 
point at bottom was brought up and 
over. “Check This Angle” is printed 
on the corner. When letter is opened 

. there’s a map showing possible 
combinations (angles). Eye-catching 
job. 


eee 


@ THAT WAS A FINE and well de- 
served tribute paid to first DMAA presi- 
dent Homer Buckley at the April 28, 1949 
meeting of the Direct Mail Advertising 
Club of Chicago. He was presented 
with a plaque in recognition of his forty- 
five years of outstanding service to 


Direct Mail. Featured speaker at this 
same meeting was S. DeWitt Clough. 
chairman of board o‘ directors of Abbott 
Laboratories, Chicaqo. who talked on 
the intriguina subject. “Why Some Suc- 
ceed while Others Fail in Direct Mail 
Advertising.” Mr. Clough. incidently. 
is the man whose hobby is writing or 
specking in words of one svilable. 
(Can't resist the temptation to add .. . 
it would be a good idea for that new 
magazine called “The Reporter” to add 
Mr. Clough to its editorial advisory 
board.) 


@ WE'VE OFTEN HEARD how hard it 
is to sell a company-prepared “pack- 
aged advertising plan” to salesmen. 
insurance agents. local dealers, etc. But 
never realized its proportions . . . till 
we heard this story from an agencv 
friend of ours. He produces Direct Mail 
and space advertising for a large con- 
pany’s sales staff. Over the vears he's 
found that a plain. hard-selling letter 
works much better for this out‘its’ 


ntiinued on page 34) 


Let FREE Plates Prove 
Your Sales Letters 
Look BETTER, 

Get Out FASTER 


att . 
“no grain sur 


face resembles lithographic 
. es your letters 


Its unique 


stone, mak 


with eye-oppee!! 


sparkle 


With Plastiplate you can turn 
out sparkling direct-mail letters 
that really sell. Faster, too, be- 
cause Plastiplate, both photo- 
graphic and direct image, is 
easier to prepare and print —and 
with less cost—than any other 
offset duplication plate. 

To prove Plastiplate’s superi- 
ority, we will send you sample 
plates absolutely free. See how 
Plastiplate meets all your direct 
mail requirements. Just send us 
the coupon today. 


gr TIME-SAVING « CONVENIENT - ECONOMICAL 
1 e 

| weminglon Rand 
; DEPT. ““ BRIDGEPORT 1, CONN. 
9 My duplicator is a 


| Mode! No 
© Photographic 





Send me free Plastiplates 


© Direct image 





luse a 
anda 





cloth © carbon paper ribbon 


z 
Q 
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> 


Remington Rand Inc 
ew ee a a oo 


Peeeoeeruers. 
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Take Your P! 


REPORTER'S NOTE 


This is a revised ver 
sion of the short 


talk made at the Advertis 
ing Federation Convention in Houston. Texas 
on May ist. Some parts have been amplified 

others condensed 


I hope the points will 
be of help to all of you 
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Give that 


DISTINCTIVE 
LOOK 


to your 
direct mail 


... with the new gRaY MAGIC 
CARBON RIBBON ROYAL TYPEWRITER 


Direct mail has always worked most effectively 
in a buyer’s market. 

Why not give your direct mail that extra pulling 
power that comes with the clean, clear work you 
can turn out on the new GRAY MAGIC Carbon 
Ribbon Royal Typewriter? 

This uncomplicated desk typewriter has intro- 
duced office typewriter ease and economy to the 
reproduction field. 


Designed to provide high standards of excel- 
lence in work on direct image paper or metal 
plates, for use in photo offset duplication, and for 
typing all master copies, this new model type- 
writer produces copies which appear personal 


and individually typed. 

And it has the added ability to produce the 
finest original letters an executive could sign. 
For all ordinary correspondence, the new GRAY 
MAGIC Carbon Ribbon Royal Typewriter 1s 
equipped with regular fabric ribbon and feed. 

It is equipped with Finger-Flow Keys, “Magic” 
Margin, “‘Touch Control,” Automatic Paper Lock, 
and a host of other advanced Royal conveniences. 
Comes in all carriage widths and in a wide variety 
of type styles. 

Call your Royal representative today. Meet 
the magic of this new, beautiful, and versatile 
typewriter in your own office. 


The 060 


ww 


Royal Typewriter Company, Inc., World’s Largest Manufacturer of Typewriters 


Magic™ and “Touch Control” are registered trade-marks of Roval Typewriter Company, Inc. 








350 FIFTH AVE.,N.Y.1. * ADDRESS INQUIRIES DEPT. A 


DIVISION OF _INTERC HEMICAL 


WINNERS ANNOUNCED IN 13th ANNUAL IPI ESSAY CONTEST 


CORPORATION + 





j i 
Loretta Nienaber, Hickman 
High School, Columbia, 
Missouri, fifth prize, $25 


Andrew D. Christensen, 
Point Loma High School, San 
Diego, Cal., fourth prize, $50 


Jusvitn Spector, Abraham 
Lincoln High School, Bklyn., 
N. ¥., third prize, $100 


Margaret trown, Lacouta 
tiigh School, Laconia, N. H., 
second prize, $250 


Flora Agnes Clark, Ontario 
School for the Deaf, Belle- 
ville, Ontario, ist prize, $500 





$500.00 FIRST PRIZE TO GIRL OF 14 FROM 
ONTARIO SCHOOL FOR THE DEAF 


20 States, Canada and Hawaii 
Share in 35 Awards 


The 35 prize winners in the 13th 
Annual IPI Essay Contest have 
been announced by Fred J 
Hartman, Educational! Director 
of the National Graphic Arts 
Education Association which 
sponsors the contest in coopera- 
tion with International Print- 
ing Ink 


Baltimore High School 
Wins Silver Cup Again 


Pictured here are the first 5 
prize winners in the regula 
test. In the prir ted essay com- 
petition, the Silver Cup for the 
best printed essay was won for 
the second year by 
Mergenthaler Voc High 
School of Printing, Baltimore, 


rcon- 


straight 
~ationa 


Harry L. Gage, Consultantto Carl E. 
Printing Industry of 


Mergenthaler Linotype Co. 


Maryland. Three additional 
of $20. each for 
printed essays were awarded to 
the following schools: Berkeley 
High S« hool, Berkeley, Cali 
fornia; Southern High School 
Baltimore, Maryland; Brook 
lyn Technica! High School, 
Brooklyn, New York. 


prizes best 


Special Award 
to Portland, Maine School 


award of $20. for 
Excelle nee Was 
Maine) Higt 
School. A pene te list of win- 

obtained from IPI 
headquarters in New York 
City. A total of more than 
20,000 students from 400 high 
schools in the United States, 
and Hawa 
st for the 


A special 
Typog 
won by Portland 


yr aeons 


ers may be 


competed 


$4 cash 


Canada 


n this conte 


Pres., Lou Little, 


Amer. 


Dunnagan, 


| test was 


Head Football 
Coach, Columbia University 


prizes and the combination 
award of cash and a Silver Cup. 
This is a new record for entries. 
The subject of this year’s con- 
“Printing and Free 
Government". Winners were 
chosen by the distinguished 
jury of judges shown below 


Silver Cup awarded to Mergen- 
thaler Vocational High School of 
Printing, Baltimore, Maryland, for 
essay most handsomely printed in 


| black and one or more colors. 


Mary J. Simpson, 


Dean of 
Women, University of Vt. C. T. 


NEW ESSAY CERTIFICATE 
DESIGNED BY DWICCINS 


This year teachers who took 
part in the IPI Essay Contest 
will receive Certificates of 
Honor designed by William 
Addison Dwiggins. 

Mr. Dwiggins is one of Amer- 
ica's leading lights in the graph- 
ic arts field. The high calibre of 
his work as an illustrator, de- 
signer, calligrapher and author, 
reflects the thoroughness of his 
early training under McCutch- 
Leyendecker and Goudy. 

Many have called W. A 
Dwiggins “the book designer's 
book designer’’, a title he richly 
deserves. In 1937, more than 
250 of his books were exhibited 
by the American Institute of 
Graphic Arts. Since then he has 

nade hundreds of other contri- 
butions in many mediums 


eon, 


William G. Simpson, Pres., 
Dearing Printing Co. 
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FRANK E. POWERS 
Director of Typography 
ARTHUR T. BLUMQUIST 
V. P. and Art Director 
J. Walter Thompson Company, N. Y. 


\ 
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can be smart and comfortable” 
say these two aces at J.W.T. 


“Here. the combination of the stylish Spartans with the 
Write nmeonve t t - . > . . . 
‘ees gate pitt agen eee friendly ease of Bulmer expresses precisely the same spirit as 
Pe nee the text and the product. That’s always our aim with our 


! 
ims; list to receive ry 


specimen folders at clients’ advertisements ...and the wide range of tone, texture 


other teria 


and ideas for its use. and design in ATF types certainly makes our job easier.” 


For every mood or subject or idea, there is a soundly designed, 
expressive ATF type that “just suits.” 


American Type Founders 


200 Elmora Avenue, Elizabeth B, New Jersey 
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Two Simple 
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more printing, 


c) We can watch more carefully for 
nechanical details which destroy effect- 
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The 


whole graphic arts industry is flounder 


less on each individual operation. 
ing in this double squeeze. As long as 
this policy is continued, I don't blame 
anyone tor seeking every possible sub 
stitute solution including home-workers, 
cheaper methods . .. anything. If ever 
an educational campaign to workers in 
it 
Their jobs depend on it 
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B. The Post Card Mind 


i interestin 
I 1 


1ow he deals 


Tom Dreier told me y 
story recently . about 


with clients for his house magazine 


editing service He urges each one of 
them t adopt ‘the post card mind 

and it’s not a bad 
start think Ww Of your 
’ your mailing piece in terms of the 


simplest and most economical format 
the post card. If a post card will 
accomplish what you want . . then 
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writers try to mimic the days that are 


past. We fall in love with the sound of 

our phrases We ar proud ot our 
W ’ | 

education. We forget that almost every 

‘They” don't 

“They” are too 


one speaks very simply. 
understand big words. 
lazy (human inertia) to try to interpret 
nvolved sentences. They don't like 
to be talked-down-to. But they can 
understand the cat-crossed-the-street 
or this gadget will reduce your fuel bill 
by $58 25 

Direct Mail surely needs this type ot 
thinking . and writing. That's why 
we keep hammering in Tuer Reporter 
on « rrespon Ic nee supervision . on 
the elim nation of the tour most com 


1 letters and Direct Mail 


ss words 


Imprope r arrangement. 


3. Incorrect expression of thought. 
4. Offensive words. 


| you want to cut costs ind Improve 
returns go to work on your Direct Mail 
copy Make it simple 


everything which cannot be analyzed in 


Throw out 


terms oa the cat«rossed-the-street’ 


Fiiminate the useless rambling expres 


sions preceding the word “that”. Write 


lor new ways 
try to discover 
I but 
yasic tunda 
vent changed 
you Vv t to know how t& 
yuvers) market 
i ot twenty more years 
The things that worked then will 
There ire no niracles n 
jain ordinary 
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h costs and low returns. 
hope some ot these points will help 
have tried, within the 
ce, to give you a boiled 
n Direct Mail advertising 
ill the confused thinking being 
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ny school, that is. 
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new names 
people get born 

grow up, get 
married, go into 
new businesses new markets 
goto new 
product? gota 
new use for your 
old product? 


new addresses 
people move, set up 
new homes, go 
piaces, form new 
shopping habits 


new ideas 

if you have one—and want to tell 
people about it—call Dunhill. 
for lists thot reach the rich, the 
poor, the industrious, the lazy, 
the monvufacturer, the consumer, 
the young, the old for new ond 
occurate lists that reach 
everybody, everywhere, here or 
abroad—coll Dunhill. 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE, NEW YORK 
PLAZA 3-0833 

412 WEST 6th STREET, LOS ANGELES 
VANDYKE 4447 


In cards maybe, but 

in the choice of enve- 
lopes you can’t afford to gam- 
ble. The success of your entire 
mailing may depend on your 
selection of an appropriate 
envelope. By using Cupples 
personalized envelopes, you 
are not gambling, but merely 
being wise, for we design your 
envelope to fit your individual 
product or service...so give 
Cupples a try...you'll be 

ased with your choice. 
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UPPLES ENVELOPE CO., INC. 
360 FURMAN ST., B'KLYN 2, W. Y. 
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REPORTER'S NOTE: Remember Merral Fox 
of Fox Advertising Company. Cathedral and 
Biddle Sireets. Baltimore. Maryland? He's 
the fellow who sprang into national promi 
sence some years back by writing that rocr 
ing campaign for M:. Lapides Delicatessen 
Store (REPORTER September. 1940) Merral 
till puts an unusual punch into everything 
he does has induced him 
to become a more or less regular attraction 
in The REPORTER His articles will appear 
every third month. This is his second 
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bank book he had. He wen ist . Do . originat humorous person 


high~<lass head waiter | the hoite “9 sale ace ility Do vi the reader an op 


toitey personnel y 10 nad portunity to smile at anything “Charlie 
a few change med dov , f aplinish about 

prices 

tising 


wo ; 
‘ acts 


Your client 


ir prospects 


one ot 
n town 


the usual th oo 
— Will enpoy 
The campaig 

pe that way 

ike two separate t } 

, , ° . ‘ ) nerica § “Tt 

headed with a p f t one of tl : 

. , t ‘ t g , t Tu I ke Miss Hood, 
owners. Tt t , } 

gibbon, etc.) 

an idea of t 1 coy t I RI I 

: ' cellent « " That's 

brought suc 

write 

ing results 


& 


ind your 


P 


A MILLION SALESMEN A DAY 


Yes, more than a million pieces a day leave Excello . 
printed catalogs, direct advertisements, brochures, book- 
lets and folders for Nationally Known companies of out- 
standing character. From this complete plant equipped 
to print letterpress, offset, mount and die cut, flows the 
sales tools of those who know that business is built on 
quality printed sales messages delivered on time 
Priced competitively to give you a better printing job 
at a lower cost and still deliver the impact of quality. 
Quotations? . . . sure. Our business is built on 
intelligent quotations. We want the jobs that 
belong to us. 


xceLtto Press .. 


LITHOGRAPHERS + PRINTERS 
400 NO WOMAN AVENUE CHICAGO 24 Hi 
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THE HONEYMOON 
IS OVER 


You should be interested in the fol 
owing letter which arrived on the 
letterhead of Rapid Grip and Batten 
Limited, 177-195 Richmond Street West, 
Toronto 2B, Canada 


D Mr. Hok 


‘ 


FOR MORE SALES 
THROUGH THE MAT 
Use SAWDON ORDER-VELOPES 
and COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 
Increase Your Mail Orders 


ts 


Write for Specimens Used. by 
Leading Mail Order Companie, 
THE SAWDON COMPANY, INC 


484 Lexington Ave. New York 17, N.Y 


StS BRB RBRB RBBB 
Local Cancer Society 
Triples Mail 
Contributions 


RETURN-A-CARD f 


RODUCERS, ING 





Now Vou Can Have Your Own 2 Color 
House Organ fer Only 840 per I M 
Copies! 


y 


I 


The Messenger Publishing House 
$16-K Marion Bide Cleveland 13, Ohie 














Creative Mailing Service, Inc. 





24 South Grove St. Freeport L. I. 


FREEPORT 39-2431 - 





THIS IS A DMAA BEST OF INDUSTRY AWARD WINNER FOR 1948 


~ 


SYNDICATED DIRECT MAIL 
FOR DIAPER INDUSTRY 


by James M. Stewart, Associate Editor 


REPORTER'S NOTE: Here again is another At the latest count, 32 diaper services everv item and service that can he 
very important story for every reader. Don't 
scoff at the heading or the subject. I the : 
average industrial advertising campaign was worked out program 
planned as thoroughly and skillfully. with as pected to be serviced by summer's end When the d ‘ 
close attention to costs and details Here's how it works the first thi ng ndall does is dress up 
there would not be so much waste or so mony 
flops in Direct Mail. So read this story First a budget is prepared by the 
carefully Learn about Direct Mail .. Randall Company tor the party inter . 
from selling a diaper service ested in the advertising pian \ study prepared hen ti stom: drap 

lclivery 


are taking advantage of this intricately offered by Randall listed. Calcula 


Fifty are ex tions are made 


their IW wD mature cut 


is des yned, lette I 1 envelopes 





of a good number of different-sized 
‘ . 7m plants in various-sized markets span with color I 

Direct Mail can sell anything from : +1 obile billboard 

nakes possible an approximate ac 
diapers to " 
culation 

. . i. Objectiv es 

ou can stop rignt there caus This figure is dependent on several 
} } t : » ; * , } I 1 wogvran wor ‘ 
this is a story about a syndicated mail factors The prospective client ad } } I progta KS to 
advertising campaign for the diaper ertising problem must be compared 

, 

. . hal . . ; 

rental and baby laundry _ services to the total market's actual and potential 
h shout tt 1 » lane 
throughout the country. Deve oped by size Competition ts resolved nto the 

- ceed af che . 7 : 
Herman Farrand of the Fred M. Ran picture. And the annual net profit is 
lal} ’ —_ , Wes . 
dall Advertising Company, Book Tow then checked against gross income 
Detroit 26, Michigan The service 
ad ? If he’s a small operator in a 
ncludes literature, postage, addressing, k 4 ta hick 

| m< *t he spend a high percer 
scheduling and a lot of advice - et nel spenc - an 4 
t nis Ms s aa tor é V “rt sing 

The Reporrer is describing _ this C= ee oo a 
‘ But a fair figure is strived for. 
yun because many of its well de 


nts could be adapted in Four 11” x sheets make 


umpaigns. budget chart . in which each 
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} 


’ rf | . } > 
§ very tomers, nurses, doctors and by hospital ness of the three cornered objects. But 


mportant : f the promo contacts. this is strictly a one-shot attempt. 

tion can really be « | i che mast i . “a : \s soon as mother becomes a custom 

. In most ci es, a urth list is available 

yroductive an ly the ; 2 | , 

' ‘ within 3 days of the child's birth. When ‘ 

nost complex. ’ . 5 and thankful mailings . . . each one 
such a c ed, 1 is checked 


‘ , , ; 
er she is showered with three helpful 


To give an x na against pr tal | Duplicates can oe ; - 
which the lev then be removed from the birth list First is made up of “thank you 
h r I! au f t I ind A 

ane ' One of the three-color circulars is ct ‘sandman” shape, on heavy, 
placed na tube and mailed to the new crystallon-surfaced cardboard. Next 


mother Also a bl wk ind wh te folder week a 


x 10” “hush” card. Die 


rovernment published booklet 


telling about the cleanliness and pure ’ nf 


NOW AVAILABLE! 


THE 
SEVENTEEN 
STEPS 


TO RESULTFUL 
DIRECT-MAIL 


For more than a decade CIRCULATION AS “gadgets” and other “‘shcwmanship’’ methods 
SOCIATES has been in complete charge of Di and materials 

rect-Mail production and list-management for 

many of the country’s largest and most success ATTRACTIVE DESK-FILE CABINET INCLUDED 
ful users of the mails. In that time we have The course will come to you in individual sec 
accumulated a vast knowledge of methods, pro tions at intervals of three weeks, each of the 
cedures and devices for the promotion of prac seventeen accompanied by the data, samples and 
tically every conceivable product or service other material pertinent to it. To keep it con 
Now, for application to your own Direct-Mail veniently at hand for ready reference you will 
problems, we offer the sum total of this knowl also receive a special desk-top filing cabinet de 
edge and experience in the form of “THE signed to hold not only the seventeen sections 
SEVENTEEN STEPS TO RESULTFUL DI of the course, but any collateral material you 
RECT-MAIL” a complete practical course may add to it to build up your own‘ current 
in tested techniques for the creation and produc reference-file of resultful Direct-Mail 

tion of more effective mail campaigns 


has differently d 


some slight 


picture 


than 
nto a gold ! 
ona bl 
card series 
or the s nal! 
Pre-natal 
4 mail 
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Prepared in convenient desk-file form, you can 
keep ‘““THE SEVENTEEN STEPS TO RESULT 
FUL DIRECT-MAIL” constantly at your elbow 
to bring you authoritative, down-to-earth de 
scriptions of every phase of Direct-Mail pro 
cedure list problems, copywriting, printing 
and other reproduction methods, layout and art 
problems, letter-shop operations and eleven other 
major factors PLUS a profusion of actual 
samples of currently successful Direct-Mail 
pieces and such indispensable working-tools as 
production, scheduling and result record-forms, 
paper samples, color charts, trick folds and 


[oelicesticeetticonticontinonestionestionnstineetionstiontiestioeetionstietienstiondttnntonstienstitenstitett 


CIRCULATION ASSOCIATES, 1745 Broadway 


Send me ‘‘THE SEVENTEEN STEPS TO RESULTFUL DIRECT 


MAIL ADVERTISING’ with special file cobine 
mentory materia! as offered in your adverti 
cost of $7.50 complete 


Compony___ 
Address 


City one S'ote 


| 
| 
1 
I 
| 
l Nome 
| 
| 
l 
| 
- 


TO DEFRAY PRODUCTION COSTS IN PART 
Many thousands of hours of effort have gone 
into assembling the material for ““THE SEVEN 
TEEN STEPS” and many thousand of dollars 
into its preparation. To meet this expense, in 
part, the complete project is being offered at the 
token cost of $7.50 with the full purchase 
price refunded to anyone who fails to find it 
indispensable in the preparation of RESULT 
FUL Direct-Mail. Return the coupon today and 
the file cabinet, sample material, and Section 1 
of the course itself will be forwarded to you 
immediately ! 


N.Y. 19 


CIRCULATION 
ASSOCIATES 


t and supple 
sement, ot a 


ation and Maintenance * Stenci! 
Cutting * Triple-Head Multigraphing 
Offset Lithography * Letter Press 
Printing * Addressing * Mailing 


1 
i 
I 
| 
1 
i Direct-Mail Suppliers * List Compi! 
1 
! 
! 
1 Complete Mail Compaigns 
| 


1745 Broadway, N. Y. 19 


19 








Guide you to 
better Direct Mail 


Write persenally te 


HENRY HOKE 


Past t'nd Street New Verk 17. NS. 3 

















Those tiwo little words 


THANK YOU! 


written 


THANK YOU 


6 THANK 


YOU LETTERS— 


* 
MARY ELLEN CLANCY 


250 PARK AVENUE. NEW YORK 17 


Addressing 


Multicraphing - Mimeographing - Mailing 


contacts are kept up-to-date by Randal 








‘Intant Care” and a transmittal 
ATC mailed 

The third mailing includes diaper 

nstruction booklet and a letter explain 


ing the copy ot “Parents” magazine all 


iM 


customers receive every-other-month 


It's an extra service. Response has been 
wondertul 


Now that the customer has been 


doctrinated . . . she must never 


owed to lorget whose service she 


retting, and how necessary it is to her 


and baby. Records show that 3 out of 
10 new customers use a diaper Service 
months. Only 
1? 


r maximum of only 

out of 10 remain ter more than 
nonths. So a constant stream of re 
m nders Is necessary. 

Every week, mother finds in her bun 

i page-size ad in two colors, on 

vlossy stock Local company’s slug it 
xkottom 

Once a month, a colorfu 
reply card is inserted, askin 

prospective mothers 
hood 

In addition to the ads and cards, cus 
tomers regularly receive reprints of per 
“reminder” ads, reprints 


helpful 


rent articles, 
public ty ttems ind other 


terature 


After Mother Cancels 
Now Randall's “ ” pl p 
» motion. On the last day of ser 
the company driver delivers in attract 
irdboard trae i cule diplon i 
seal and all 
ind it's ready to hang 


Babv’s nin s 


is a memento of th 
Here's the 


“tongue-in 


\ short time later, mother receives a 
woklet titled “Your Child From One 
Six Figures show that forty out 
one hundred “quits” return some 
is customers 
loctors, nurses and hospital 
ll 
services. Since doctor's 
} 


ner, can mean 


this publi rela 


or anot 


nperative 


deal situation, eact 
this group rec 
contact from the 
| 


Stress is placed on 


cleanliness In New York alone, 
12,000 doctors are reached. 
Among the promotional pieces are 
explanatory letters, 3<olor circulars and 
ads about the service mothers re 
sample of monthly health check 
all employees must have, offset repro 
duction ol lab report made on i 
sample of rinsing water, and copies of 
“Parents nagazine tor doctors 
ng room 
In th 


acquainted with diaper service’s code 


ms We medica people ar©re 


ot cleanliness and ethics 
Randall tries to make each one of 
their client's drivers i tar sales 


man and good-will ambassador. Ran 


dall mails each employee booklets on 


1 , ' 
salesmanship ind m meographed vul 
etuins prepared t give nore specific 


Suggestions |! 


or the diaper business. 
Sales contests arranged on an incentive 
extremely 


vasis have proved to 


popular. 
Recognizi the importance of the 
telephone two 354” x 4” folders 


vly printed on crystallon stock are 


ised for follow-up of telephone con 


When i 

whether it be compliment or complaint 
\ nickel 

we feel we 

your i.” Adds the 

ouct 

radi ind streetcar ad 


} 
een disc if led tor all 


rsations customer calls, 


she ts wa thank-you card 


persona t 


nts Newspaper used 
“ ifforded, 
tre budget 1s 


Seldom rod 


Says accoun ecut Farrand 
Direct 1. whe ised effectively 


roduces as gn > of gross new 
YUSINESS From exhaustive studies, we 
the only effective 


} 
promoting and selling a dia 

Th effect 
paigt has been pretty outstand ng. 


Not only have we 


ce of our customers from 


advert n 


veness ol the 
id 
ncreased the average 
nonths. but we have « nabled 

clients to do better than the aver ig 

ndustry on the whole.’ 

a 

@ LIST BROKER Arthur Martin Karl. 
Names Unlimited. 25 West 45th Street. 
New York 19. N. Y. is producing a very 
professional-looking h. m. called “The 
Mailers Bulletin”. The 4-page., newspa- 
per-like sheet is filled with all sorts of 
newsy tidbits about mail order, postal 
rules, anecdotes by m. o. users. Natur- 
ally, too, some of the lists available 
through Names Unlimited are presented. 
Congratulations to editor Marcie 
Coolidge ... on a first rate job. 
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Strictly Mail Order 


Keporter’s Note THE KEPORTER 




















pto V. D. Anger . pu registered letter from Chicago 

ind Mecha | carried 31¢ postage, but May I4th fell 
nois:—Post Othce de d an on a Saturday. Your New York pros 
vreck the best | ng plat pects did not see your letter and en 


a sound \ closures (including reply telegram 
vou mailed a torm er to prospective ylank) until Monday, May 16th. And 
advert sers | I ! | . « the Sa nples we saw were not delivered 

til 4:00 P.M. on the l6th, so no one 
1 meet your urgent closing dat 


couk 


or ofler 





Push “Em Up! 


tse the merchandising-by-mail skill that has 
recently NATIONAL AWARDS for in 
creased ‘ and) profits Various Abrend 
ereated campaigns are preducing from 5 te 
By sales now! Our staff of sales promotion 
experts will werk for RESULTS for VOU—the 
direct economical way For full details—with 


out oblication—call MU 6-3212 now! 


IT PAYS TO AHRENDISE! 


ENCEPTIONAT PACTLITIES 
Creative art and copy staffs 


snd) production equipment 


0.000 square feet for 


DW. AWREND COMPANY 


333 EAST 44TH ST. + NEW YORK 17.N. Y. + MU 6-3212 


fresh, effective sales prow 
Let us assist sou with all or any 


part ef sour premetion precram 





More Tested Mailing Lists 
Dentists 75.000 
Exporters 7,000 
Labor Union Officials 139,C00 


Manufacturers’ 
Representatives 14,000 


Nurserymen and Seedsmen 28,000 


State and County 


Employees $00,000 


Ask fer descriptive cards on these and many other lists 


Judustrial List Burca( oo 


45 ASTOR PLACE GRamercy 5-3350 NEW YORK 3, N. Y. 
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was a fine idea. Too bad it blew 


up in your face. 


Speaking of mixed up dates. : 
Canadian promoters are having their 
The Department of 
and Publicity in Toronto mailed 


troubles Loo. 
Travel 
a third class form letter on April 30th 
inviting Americans to attend the Indus 
trial Editor's Annual Convention, May 
10-12. The letters were received by 
various prospects on May 13th. . . .the 
day after the convention closed. 
The moral seems to be . - it you 
lacing a time limit on your offer, 
uu are advertising a special dated 
event allow generous time for Post 


Office delivery. 


Here's a “different angle” used by 
Fortune magazine. .. .in their current 
renewal efforts. 


Letterhead has drawing of industrial 
objects. Second page has penny tipped 
on. Letter’s well worth reading 


FORTUNI 


vhat 


NI 


it FORT 


Ir 


stat asser 
FORTUNI 


FORTUNI 





1 teow week 


w FORTUNI 


Speaking of unusual mail order case ferent and opposing reasons which you 


histories . . . one of the most peculiar can dope out for yourself. 
campaigns is going great guns. The 
: oe a : If interested in securing a sample of 
Forecaster ¢ ompany, 20 Greene Street, 


New York 13, N. Y. sells a new 


de (handled with good taste) write to 


this unusual mail order application 


automatic (card board slide rule) 
vice which allegedly forecasts the days Mildred J. Green at Forecaster Com 
of the month when pregnancy is pos pany. 

sible and impossible. It is based on the 

so-called Rhythm System. We under 

stand that the promotion is not objected 


to by medical, church or Post Office 


oa —_ . Stop Us If 
ore than three million pieces lave ’ - 
You've Heard This One... 


Mailing unit consists of well-written Does @ 


xen mailed so tar, Results excellent. 


rcus Actress You know, 
etter, explanatory circular, order blank 

1 return envelope. Priced at $1.00. 
ev back guarantee if not com 


sir, this is my first job in a circus 


You'd better tell me what to do to keep 


ely satished trom making mustakes 


The re St list (ol all those tested ) s Mar yer We l. un lress 


surprise, the daily registration ot in front of the bearded lady. 


urths. New mothers seem to be more 
terested in the subject than any other 
For two entirely dif 


proup 0 people 


Since 4920 U. "4. J “ e 


HAS BEEN CARRYING A TORCH FOR YOU! 


And we shall continue to carry that torch ... for greater recognition of direct mail 
advertising and fair consideration from the post oflice department and for the contribu- 
tions mail advertising makes toward the welfare of this country. 


WHY! 


LE eE EEE SE 


Because *Mail Advertising Service Association, 
International (MI.A.S.A.) is an organization of 
more than 650 firms all over the United States 
and Canada who are geared to give intelligent 
and honest service to the users of direct mail 
advertising. 


« 
4 


Ours is a selective organization and each of the 
members has been found duly qualified to meet 
the high standards we have long established. 

loday. even though the ranks of the friends 
of direct mail advertising have increased ... 
eternal vigilance against the opponents of 
mail advertising is still our watchword. 

You ought to have one of our M-.ALS.A. 
members help you with your mail advertising, 


“ ho can serve vou 


ADVERTISING 


FAIRFIELD AVENUE 


MAIL 


18652 


ee ee 


we want vou to know our members 


SERVICE ASSOCIATION, INTERNATIONAL 


P2PQLIADM 


not beeause he helps to “earry the toreh” but 
because he can help you make your job easier 
and more productive. 


Our members can do anything and every- 
thing in direct mail advertising from creation 
of idea to depositing same in post office, or 
anv activity such as mailing, mailing lists, 
multigraphing, mimeographing, typing, ad- 
dressing (typewriter), addressing (longhand), 
addressing mechanical n personalized letters, 
speedball personalizing, private mail list main- 
tenance, creative art, plans, ideas, copy. print- 
ing, offset, lithography, planographing. address- 
ograph, plate making, Elliott stencil cutting, 
folding, collating, inserting, display shipping.ete. 


e 
2 


A 


LS QLD 929 


QPONPIIAS 


Send us a request and we shall be happy to mail vou, free of charge, a list of our members 


you'll find it pays. 


° DETROIT 21, MICHIGAN 
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One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


You may be interested in knowing, 


“Hot 


your 


Henry, that I have given the 
Dog Story,” ‘ ran on 
March cover, 


| reprinted 


r circulation 

High 
tights, that react ome 2,500 business 
nen; | used it in Time Out, house mag 
Steel City 


that is mailed to more than 4,000 arch 


izine ot Electric Company 


tects, engineers, jobbers and contractors 
n the electrical held ind in Pause 
nental retresh 
ts » Western 
Pennsylvania, thr th the courtesy of 


\. Stoeltz nanutacturers 


case, rave vuthor, Mr. 


h 
George Trundle, t 


ZINE 


of the Trundle Eng neer mpany. 
which first carried : 4 ° . and 
The Reporter full \dvertising 
Highlights carried ibout re 
1 am sorry | 
wider circulation, | Se is a bit 
“thought tood is needed at 
¢ ipable ol 
ready being 
n down an materials 
ng curtailed ne resent 


may not be 


middle 


busine SS 


su h 


very 
Bus 
na 


buyer 


ces. 


aw ake 


how one neand the work 


Manufacturers nights 


two in the tion of their prod 


ts .. I lucing buying power 
But lose 1 | ruring how to in 
their ad 


The best they 


crease the power n 
vertising departmer 
can dream up is cutting production in 
these departments and by so doing, 
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reduce “overhead.” 
} 


brain power that was generated for 


“honkey-tonks,” night clubs 


the days of 


them n 
ind on the golf course in 
easy selling never occurs to them 


If they analyzed the brain power 


in their advertising departments is 


they inalyze ! 1 I 1 Wl 
I al 7 production methods in 
factories and did something about 


wouldn't be any 


their 
t, there probably 


serious depressions. But they let their 


advertising departments 


] 


function as 


mg as possible at high cost and infer 


production, and when they find it 
is eating into their prohts, they merely 
cut the output. 
With = spendin 
1 


fewer, the small advertisers, who in the 


dollars becoming 


lush days, aped the big boys in their 


isinine advertising just to get heir 


names into print and short change the 
government in taxes, are learning from 
the newspapers and the foretellers of 


he business future that there is a ce 


} 
t 


pression in the offing, and they are 


hastening to tear down their signs 


As yet, falling sales have not reduced 


idvertising of the big boys. In 


fact, in some cases their volume of ad 


vertising has been increased to ballyhoo 


premiums, two-for-the-price-of-one-plus 
i-penny sales and annoying, § V songs 


There has been little, any, evidence 


that the big advertisers have done any 
rhaul of their advertising depart 


meet present and = tuture 


Their surveyors apparently 


haven't made any recent check on the 


yuyVIng public that not long age was 
standing in line for scarce products, 
and took what it was offered in spite ot 


songs and nsuits to ts in 


advertisers will probably con 
usc the sarc out-moded 
advertising 


busine ss 


reative and _ productive 
equipment until their favorite 
prognosticators convince them that the 
middle of 


, 1 
! inother depression s if 
th 


wy, TOO, W ll hasten to tear down 


of which prompts the thoug 
that the Advertising Federa 
America should have divided 
ts not too recent campaign into two 


parts. The advertising going to the 


public could have carried its famous 
‘Advertising Makes Jobs.” The 
advertising going to advertisers should 
have appropriately carried the slogan 
n reverse. 
Speaking of the 
hauling 
“Smells like a sinister effort to lure 


need for over- 


youngsters into the cigarette habit,” is 
the Christian Herald magazine's opin 
mn of the Horace Heidt Original Youth 
Opportunity radio show, sponsored by 
Philip Morris. 

The religious magazine article re 
ports that a caretul analysis of the 
Heidt broadcasts over NBC 


o believe that the 


leads one 
program ( l jyoes out 
a tremendous youth 
audience, which it conditions to the 


lity of smoking Philip Morris 


cigarettes by associating clean living, 


to Wil and hold 
desirab 


sportsmanship, social prestige and the 
} smoking; (2) sets a 


in bad taste by begging listen 


= | 


arettes be 


youth idols w 
new low 
buy Philip Morris « 


the allegedly good work the 


rs to 


cause ol 


sponsor is doing for the youth, and (3) 


exaggerates the good being done by this 


program tor youth of the nation 


and capitalizes to the utmost on the 


In our opinion, the criticism is well 
deserved. While the program, in itselt, 
may have merit, the sponsor's tie-in is 
1 new low in advertising. It is a mere 

he public to buy Philip Morris 

verely because their makers 

a few “amateur” entertainers 
opportunity to display their talents. 

If we ever had any respect for Horace 
Heidt, it has been entirely dissipated 
by his pleadings to “the nice people” 
who listen to his program, to buy a 
weekly carton of Philip Morris, whether 
they smoke cigarettes or not. 
his is not advert sing, it 1s merely 
pleading with the public 


uy something to help a cause rather 
I its merit, and its 
ilue can be only temporary. <A 
percentage ol the people who 
switched to Philip Morris will 
other 


Horace has completed his contract and 


some cigarette when 


PM will be left with a worse “hang 
over than any cigarette can produce 
Yours, 
Geo. 

REPORTER'S NOTE: You'll be glad to know 
George. that the Hot Dog story has had 
tremendous distribution. We've had reprint 
requests from all over the map. It has 
appeared in countless house magazines. sales 
bulletins. mailing pieces and Magazine 
Digest ran it in the May issue. It's even 
been used in newspaper advertisements. 


George Trundle. Jr., should be pretty proud 
of his brain child. 





Playing 
POST OFFICE 


By: Edward N. Mayer. Jr. 


« A ew Post 
even though 


hasnt hnisied 


«tore the House Co vitte er ‘The Lilypons Post Office serves no 


rebuttal is finished. which ut nov f 1 his testumony do yo patrons except the Three Springs Fish- 
. -s “ eries and the Thomas Supply Co..” 
; states the report. “Mail is not received 
for any others. Employees of the com- 
USINESS panies number 10 and no employees 


ttec , j otf precipitously in 192 ) hat live at Lilypons. 


Written LOOKS IIKe § t inti hind al ng about the drop o 


| June. there stil , . t lu % cards in 1917 nor the 


sbout what : h , ; « Post Othee ttselt asked 

’ ‘Incoming mail is small, sometimes 

only five pieces. At the peak season 

about 10) pieces arrive daily. Out 

mail varies, averaging about 75 pieces. 

he quite casua j Adamstown is 3.2 miles away. Rural 
carrier is 1.2 miles away. 


ill shoul » the § ; restore the one-<ent rat 


Donaldson's testumony 
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hind bottle . is business reply card 


It strikes us that with his large staff 
of research experts, at least one of them attached to folder 
might have checked his figures. If one / ; ' The third has bottle showing through 
had, he would have found that the : ina > gpegeras as cover The fourth has announcement 
$26,000,000 talked about was merely a r boo nd catalogs, but tt nt showing through. 
‘carry over” fag and ti aw ie : : a la ile a ; . 

¢ . ‘ . haart and tt it the amount ' All except the second have reply card 
paid the Railroads actually amounted to 4 part of the tolder offering whole- 

anes a ps = ing whol 

over $175,000.000. If you're interested saler sets of filled bottles. Done offset 


1 


nt sal f f tl ost-O 
1 the real facts of the Post-Office on heavy stock. 


Railroad case, you m ght write the Na DIE-CUT 


tional Council on Business Mail, In 


105 West Monroe Street, Chicago 7 POP-UPS 
ll os, and asl for i cop of th 
ois, and. ask y of theit - SALES LEADERSHIP 


April-May Bulletin. The whole story Had a lot of fun with the four folders 

mailed by Merck & Co., Inc., Rahway, 

New Jersey. Promoting the “unique Selling now requires crusading lead 
Merck ftused-label” bottles. With label ershi 


part of the glass itself Harry Porter of Harris-Seybold Co. 


is accurately reported therein 


There was an item in the Posta 
Bulletin of May 3rd that contained some 
valuable information for all users of ; 
trick folds and sent us a copy of conhdential bulletin 


\ll tour use die-cuts, 


third class mail. It outlined regulations 
ups mailed to entire sales force. In it, 


: 0p 
covering enclosures  permitt with yor 


;, ' m af 
One has pop-up inside of a hand Harry discussed current pessimism af 


woks or catalogs mailed at the specia 
10¢ presenting a bottle 


fecting Graphic Arts Industry and 


quoted th ‘Hot Dog Story” from 


rate of 1'>¢ ach 2 ounces or '! when you open 
562 P g the 3-color, 7” x 9” fold Anoth 
on 3¢ P.L.& R ne color, x older nother ; : 
has curtain that, when moved aside, March Reporter 
, shows die-cut bottle stuck in tabs. Be He has given us permission to quote 





MAIL ORDER LIST 
FOR SALE 


One of the finest mail order lists in the country. 900,000 
(a) A single reply envelope or a reply names of buyers, inquirers and property owner-prospects 
post card, or both. It is being offered for sale because the firm has switched 

(b) A single order form. S ‘ 

(c) A loose printed circular or cir 
cular letter consisting of a single 
sheet not larger than approxi- om.2 . = = ° = 

ad - ee This list produced $2,500,000 in 1947 at 
mately the size of the book or — a 
catalog it accompanies. an advertising cost of 3.19%. Average unit 


over to a straight wholesale-through-dealer operation. 





of sale was $74.13. 





Names are concentrated in the ten southeastern states. 
Consists chiefly of small town property owners and 
farmers. All names are on Elliott stencils. filed in cabinets 
by state. county. and alphabetically by name. Keyed 


according to sales and inquiry history 


For complete sales analysis and information 


Write Box 61, The Reporter 
17 East 42nd Street, New fork 17 N. Y 
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o-conhdential portion 
the ammunition 
hysteria Thes points 


to other bulletin creator 





It's “True” again! 
PRICE ALONE does not always yield the solid satisfaction of pay-off results 
in Promotion Campaigns. 
THESE ARE PRICELESS... 
UNIMPEACHABLE INTEGRITY. RELIABILITY AND “KNOW HOW"— 


every 


—— 


TRUE — SULLIVAN — NEIBART ASSOCIATES INCORPORATED 








N 


47 - 30 Thirty-third St. Long Island City 1. N. Y. 








LET US EXPLAIN THE “TRUE” PACKAGE DIRECT MAIL DEAL 
CREATORS OF PROMOTION CAMPAIGNS—LIST BROKERS 
MULTIGRAPH PRODUCTION—LITHO OFFSET PRINTING 
COMPLETE MAILING FACILITIES 








Lithographed 
LETTERHEADS 


MW BPE i 


Get our low prices on any quantity in which 
you may be interested. 


UNIVERSAL LITHOGRAPHING CO. 


Subsidiary of Peerie:s Lithographing Co.) 
4305 W. DIVERSEY AVENUE 


Dept. 46, CHICAGO 39, ILL. 


@ A NEW ROUND TABLE idea was 
started on May 25th by Ed Perlstein oi 
Lee Letter Service. 19 West 44th Street. 
New York 18. N. Y. And it's a good 
idea. More producers should follow the 
pattern. Ed invited about 20 of his 
best customers to meet for dinner with 
him in a private dining room at the 
Brass Rail. The guests were arranged 
around a U-shaped table. Big cards 
in front of each gave name and com- 
pany connections (some very big users). 
A mike stood in center of floor. After 
dinner the conversation started . . . and 
was recorded. A few planted questions 
got the ball rolling. For two hours. 
these diversified customers of one pro- 
ducer swapped experiences and let 
loose with their pet ideas about Direct 
Mail. Later on they will get a digested 
transcriptions of the proceedings. 

t was one of the few outside 
observers. The experience was stimu- 
lating and enjoyable. We understand 
that similar get-togethers will be staged 
frequently. 
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IT’S RAINING, 
IT’S POURING... 


lt your wite were to say, “No, dear, 


let's take our vacation a week later this 


\ugust, because we'll have two days 


ess rain . don't be surprised 

Its probably because she got her 
hands on one of the charts published 
vy the Krick Weather Service, P.O. Box 


NK, 1202 East Green Street, Pasadena 
ilitornia, 
These day-by-day torecasts are issued 
nonthly to retailers and dealers by com 
panies whose products or services, one 
vay or another, hinge on weather con 
ditions. Others mail as attention-get 
ters and good-will builders. Typical of 
vw lormer group are truitgrowers and 
shippers, anti-freeze manutacturers, 
ne luc vi] companies, motion picture 
roducers, construction outhts. 
Lhe colorful bulletins (in red, blue, 
ack and green) are impr nted at top 
th company’s masthead. On back of 
1'4” x 1712” sheets is more 
for advertising copy. Easy-to 

iterpret forecasts on front are usually 
iccurate The main section is national 
But special forecasts oO 


nm coverage. 
| included. 


ireas, city by city can be 


k does the printing, folding 
even mail istomer desires Each 


wor gets exclusive rights to the use 


for his type pre 
lor ; i ind type ol his ac 


In this way dupl« 1t10Nn 1s kept 


e weather charts 


n below of circulation 
he sponsor can use his own lists... 
Krick will grant him exclusive dis 
iy locations (library, college and 
hool bulletin boards, for example) 
So, if you grow |! od products, sell 
nake mo es yr have a 
\ ho’'s ny a garde n wed 

t be a good idea 


Derr. Director of 


Krick 


epuion. t 


A REBUTTAL 
TO “DEAR 
CONGRESSMAN” 


1ders O 


ilysis which 
tte The 
Towson 4, Md. 


ompany, 


concer 


equal 


they 


‘ 





The Reporter 


WILI 





hauling 
intr of an x 


t I still think he can 


n American 


analyzed 


something 


ntinued on page 28) 


BETTER LETTER PAPER? 


Rising is Right! 


Here’s Why— 


Rising Line Marque has the look and 
feel of quality. It’s a paper of distinction 
for your letters of importance. Your 
printer will advise that the best letter 
paper to buy is undoubtedly— 


Rising line Marque 


25% rag exclusive pattern inspired 
by Italian Handmade paper 2 weights 
3 pastel shades and white 
envelopes in 6 sizes 
excellent printing surface for die-stamping, 
lithography, gravure or letterpress 


Write for sample brochure to box KD-6 
Rising Paper Company, Housatonic, Massachusetts. 





WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


hising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Poper Compeny Housetonic, Moss 





North Ch 

ut with an 

report. Cover 

1 three colors Usua 


d three colors 


\bbou’s THE DONKEY TALE 
ssphnaery CONTINUED 


i house 1 
\lso Ri 


Re 


snHowcs 


Asked 


REPORTER'S NOTE Your letter 
makes sense and arrives at about 
same conclusions as mine Bu n 
my letter to Congress I assumed 
the proposed rates would not be ador 
Some substitute “within the reasonable limit 


possible under legisiative procedure 
be acceptable to members of Congre 


IF any Postal bill passes commitiees 





I have had very satisiactory rea 
my suggestions. Senator Kilgore insert« 

articl in Congressional Re 

last month's ov 


happens 


A LOOK 
AT SOME 
ANNUAL REPORTS 
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ine cuts 
years ago 
Now the questron 


! 


came first, the Donk 


And here's a note from Elias Roos, 
president of Jack's Letter 
Brumder Building, Milwauk 


consin. 


Dear Henr 
Th lonk 
is any va nie 
the origina 
tect) ve cart 
Cooperation 


for fhitteen 


REPORTER'S NOTE: And just as we were 
going to press . . in comes a letter from 
George Fullmer. Asst. to President of National 
foremen's Institute. Deep River. Conn. to 
tell us they used the donkey cartoon in the 
middie °0's and have recently re~ived it in 
a “Jeb Hondbook for Supervisors C'mon 
folks. any more questions for our responsive 
reader-experts? 


DMAA CONTEST 
GETS UNDER WAY 


Just had a chat with DMAA Execu 
tive Director Frank Frazier and he told 
us all about this year’s DMAA adver 
tising contest. So here's your chance 
to get a friendly pat on the back by 
the Direct Mail industry association 

The 21st annual national Direct Mail 
contest is open to all users of the media. 
You don't even have to be a member 
of the Association Just write to the 
DM AA headquarters, 17 | ' 
Street, New York 17, N. Y 
entry blank 

The contest attracts entries o all 
types of direct advertising between 
September Ist of the preceding year and 
August 31st of the current year. Last 
year, 78 Best of Industry awards and 
44 merit awards were made 

Announcement of winners and dis 
play of the winning portfolios will be 
a feature of the Annual Convention 
at the Congress Hotel, Chicago, Sep 
tember 21, 22 and 23 Following the 
convention, and continuing into 1950, 
the winners will be displayed and dis 
cussed at meetings of advertising clubs 


and business organizations 
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...There’s no fuddling around with stamps, picking 
the right one, sticking it, sealing the envelope flap 
because there aren’t any stamps to stick! 

The meter prints postage as you need it... plus 
a dated postmark, and small advertisement if you 
like... directly on the envelope, seals the flap, 
registers the postage used —all in the turn of a die! 

A slight lever adjustment sets the meter for the 
exact postage needed ... for any weight or class of 
letter or parcel post. You never run out of the right 
stamp denominations. 

Your office postage in the meter is absolutely safe, 
theftproof, lossproof, foolproof . . . automatically 
accounted for. And the meter holds any amount 
of postage you want to buy! 

Mailing is easier, moves faster, with a meter. And 
metered mail, already cancelled and postmarked 
moves faster in the postoftice! ... There’s a postage 
meter for every ottice today, large or small. Call the 
nearest Pitney-bowes office, or write for the booklet, 
“So You Have No Mciling Problems?” 


PITNEY-BOWES Postage Meter 


PITNEY-BOW FS, Inc., 2090 Pacifi: St., Stamford, Conn. 
Originators of the postage meler largest maker of mailing machines 
offices in 93 cite n U.S. and Canada. 





exhibited in dozens of cities through 
the country So all 
advertising study 
the 
paigns will become a permanent part of 
the DMAA’s Research Library 

Herb Buhrow, Manager, Mail Sales 
Department, McGraw-Hill Book Com 
pany, Inc., New York City, 


Serving as judges 


out and Canada. 


interested in can 


them. Eventually winning cam 


heads the 
committee of judges 
are Boyce Morgan, Boyce Morgan and 
\ssociates, Washington, D. ¢ Dick 
Faulkner, Assistant Sales Promotion 
Manager, International Paper 
pany, New York C Alice 
Advertising Consultant, Hope Machine 
Company, Philadelphia, Pennsylvania; 
ind Philip Salisbury, Editor, Sales Man 
agement Magazine, New York City 


Com 


itv: Drew, 


| ] 
Ratings of the entries submitted wil 
be decided on the basis of four factors 


effectiveness or results accomplished, 
plan and continuity, copy and design, 
layout and appearance. 

Reporter has had 
i lot ot Sot | 
month (check the diaper service 
this ) Well 


keep them coming as long is you want 
Let us know. 


Incidentally, The 
fun telling the stories 
each 
issuc 


story elsew he re mm 


to read them 


SUCCESS STORY 


Many, many years ago, a mail 
Marshall 
swered the phone late one evening only 
Mr H. Seltridge, 
then General Manager, was at the other 
end of the line. Mr. Seltridye 


working at Field « Co. an 


Gordon 


to tind that 


Vas quite 


perturbed that a painting that he was 
to present at a meeting that evening had 
not been delivered on time. The mail 
boy told Mr. Selfridge in a most busi 
nesslike manner that he most assuredly 
would see to it that Mr. Seltridge’s pre 
sentation would be on hand when he 
was ready to make the award. 

The mail boy knew that this paint 
at the Englewood substa 
delivery (in 


ng must | 
tion awaiting 


those days they did not forward mail as 


morning 


promptly as today). He called the postal 
clerk author 
itative voice, told this clerk that he was 
Mr. Selfridge and, after explaining the 
circumstances, requested in no uncer 


in charge and in a very 


tain terms that the painting be delivered 
mmediately to the Club where the pre 
sentation was to be made. Whereupon 
the clerk assured the simulated Mr. Self 
ridge that delivery would be made right 
away. 

The Mr. Self 


ridge and told him the painting would 


mail boy then called 
definitely be delivered, whereupon Mr. 
Selfridge thanked the young man and 
the incident was supposedly closed 

But the incident was not closed. Mr. 
Selfridge thanked the young man who 
nitiative and ability to 
It was 


had shown such 
carry through in an emergency 
that 
was 


long after when mail bev 


Buckley called Mr. 


Selfridge’s office and made his assistant 


ane 
Homer into 
From there on Homer's history 
s a matter of record 

S. DeWitt Clough told the Marshall 
Field Foisode at the Chicago Direct 
Mail Club (see Short Notes) 
honoring the first president of the Di 


rect Mail Advertising 


meeting 


Association 


A PET 
PEEVE 


John Pennekamp, columnist tor the 
Miami (Florida) Herald, sounds off on 
one of his pet peeves. It makes good 
reading for all who are interested in 
effective letters. 

This ts i prac s to sound off 
against the 


> which some 


quatit 


| heac 





S SINCE 


1872 








460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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REPORTER'S NOTE: To which should be 
rdded a vet veeve of People 
with undecipherable signatures should have 
their names typed above or below space in 
which signature appears. Or at botiom left 
in place of dictator's initials put 
full name. then transcriber's initials 


LUCKY KIDS 


Just leated th page Guide 


book for social studies classes that 
Scott, Foresman and 
Co., 433 E. Erie Street, Cl 11. hi 


' oa 
s published by 


nois. Wondertul 


Fach page has pastel-shade water 
colors of every day operations 
Here's explanatory letter from Phyllis 
t 


Trione 


And the series 1s 
of cancelling mach 
loading, ma order 

" 
excelent 


Very education il 


NEW CUSTOMERS 
BEST PROSPECTS 


JUNE 1949 


which appeared in their 4-page monthly 


magazine “Gemextra”. Masthead says 
it's “an idea guide for extra profits”. 
Mailed to jewelry stores throughout the 


Filled 


1 
selling suggestions. 


country. with many. sensible 


Here’s a sample: 


GET THAT NAMI 


YR LIST 


TUBELESS TIRE 
DEALER 
PRESENTATION 


Bob Marker, manager of the tire sales 
promotion at the B. F. Goodrich Com 
pany, Akron, Ohio sent us their new 
Direct Mail kit 

Another good example of 
Direct Mail 
created and printed by the home office 


for Goodrich retailers. 


should 


work letters and pieces 


or the local distributor 


The 8'2” 


x 11” portfolio is offset in 


, 
two colors with complete explana 


tion inside of the +-piece campaign tor 





List Planning .. . 
List Building .. . 
List Maintenance .. . 


. 
erea in Alice 


“Plain Jane of Direct 


Mail.” 


THE REPORTER 
of Direct Ma‘l Advertising 
17 East 42nd St., New York 17. N. Y. 











PROFITS 


For rou! 


MULTIGRAPH 


This Solid Uni-Bar Turns Your 
Multiaraph Into A Printing Press! 
Now wn soprir ' mprir Manuals 
House Orgar ter ires, Invoices, Er 

atements, Booklets 
! I r 1 kind f realer Helps 


rdd ' 





@ Full = line cast to perfect heicht & alicn 
™ { @ Clean new type for each @ Type- 
writer faces to print thru ribbon or ink @ Keal 
printer's type up te 24 pt. @ Cuts costs up 
te 76 @ Cuts time up te 74 





108 TYPE FACES ON HAND—46 TO 24 POINT 
Underwood With Underscore—Remington With 
ti nderscore—Memphixs Medium With Bold— 
Vecue Medium With Bold—Futura Medium 
With Bold—All Accented Foreign Types 
WRITE * WIRE * PHONE 
t hure ar type face ‘ 


i. A L - c 
1 é a” 











paragraph blue 
best 
chance if 


The world’s sales letter 
doesn't stand a the 
letterhead on which it ts writ 
ten has “operational fatigue 
if yours aren't clicking call the 
letterhead doctor. R.O.H. Hill, 
Inc., and get the prescription 
that has helped so many others 
a genuine engraved letter 


head, 
mut a 


desiened to Costs 
fraction more and 
sed by 


every 


sel 
sometimes less l 
famous sales managers 
Ask for samples and 
details 


von HILL, N Cc. 


( 


where 
further 








REACH—ALL 
Mailing “Lists on Labels’ 


$3.85 


rer 
POR EVERY 


Complete 


REACH ALL CO. 


York 9. N.Y 
Chiensoe 4. Mm 


Addressed = Labels 
\ List 


send 


rKeopict 


for Catalee Teday 


st New 


Khe 


tod 


Jackson 











$ 





WM. F. RUPERT 


birth 


Cempiler of national 


lists ENCLOUSIVELS 


RECENT 
BIRTH 
LISTS 


post fifty years 


oO Fifth Ave 


for the 


New Verk If 





vr +? £7 © ©? ©? ©? © 67 67 6 
WORTH OF ART “$2 
5 month! See for yourself. Write 


WORK /OR ONLY - 
subscribers 
Vepr f 
sever ost AAT IRAAT octcst tone 


Thot's whot 
“+ ©? ©? 4? © © 4 © €7 © © 


to the 


Art Mart® Service receive every 


LETTERED aT 4 REasonAaLE PRICE 
EAT COMPETITION / 


MARVICO sisonivn'ss ns 


DE wr9-073 


$ 
$ 
$ 
$ 


promoting Goodrich’s new tubeless, 


puncture-prool tires 


First mailing is a letter trom “Believe 
It or Not! 


mazin 


Tells about the 
Also 


tire 


Bob Ripley 
new tire development. 


1 two-color tolder with picture o 


going over nails, 
Second envelope is mailed 30 days 
later from Miami (Fla.) News Bureau 

ind has “News Photo” 


The 


Photographer of 


printed in 
letter is on letter 
Miami. 
(, ode ch 


red on outside. 


Chiet 
the unusual 


describes 


Pictures enclosed show an archer 


hunting arrows into the tire 


I< if ny over some more sp kes 

rout effect 

No. 3 is 
He 


cutaway \ 


from Goodrich sales 
nclosed 


the tire 


Letter 


tells about the 


ew 


sugyuests reader see the tir 


ck aler’s store mpr ited 


told, 


arrics 


two 
black. ( 


lox il 


mailing 1s a 


red ind 
representative 


the prospect to see the 


tat‘on trom the 
tire it 


} 


iting 
store Town. company, nam in 


vddress are mpr nted in a simulated 


ullboard 


to local dealer 
mantlit 
REPORTER'S NOTE: Sounds very much like 
those Yeck but we might be 


wrong 


tellows 


lames may 





CLASSIFIED ADS 








GOOD LETTERS 
TRAVEL FAR 


{ 


ADDRESS'NG 


. we 
Wing 
Industries, 


He 


re this S$ an excep 





Says 


It sure stopped rr 


ymanded my attention, thoug 


ot interested in the roduct 





letter was well multigraphed 


etterh: Davton Rubber 


Ohio Seen 


ud of the 
Davton 1, 
ye rhaps others wo 


the 


etter 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING — TRADE 

, wth Ave I 
ADDRESSING MACHINES 

aia ’ MAILING LIsTs 

AKT SERVICE ‘ ' ’ I t 

root 

665 Kas ss 

AL TOMATIC INSERTING 

\ ¢ S14 h Ave 


AL TOMATIC TYPEWRITING 


BOOKS 
} itnd & 
BUSINESS PORM CREATIONS 
i Ave N lint 
CARDVERTISER 
COMPOSING M “ HIN ES 


COPYWRITER (Free Lance) 
Ww k 18. N MESSENGER SERVICE 
‘ ¢ tir S Nev 


DIKECT MAIL AGENCIES 
r ' sath METERED MAIL FQUIPMENT 


MIMEOGRAPHING 
i Nass 


Mtl GRAPH TYPE 


MULTIGRAPHING 
\ ¢ 


' 45 W ‘Sth 8 
MAIL TRAINING COURSE OFFSET PLATEMAKERS 
OFFSET PRINTING 
oth & . . ' he « “ H 


ENGRAVERS 
‘ “ 


ENVELOPES 
6u 


ns m4 
PAPER MANUPACTURERS 
& | 


ny 


PLATES 4&4 STENCILS 
MI s 

POSTCARDS 

' ? \Vve Ne 


PRINTERS & LITHOGRAPHERS 


' “ Ha St 


ENVELOPE SPRCIALTIES 


HAND COLORING 
INKS ‘ 


t 


LABEL PASTERS PRINTING BHQUIPMENT 


LETTERSEARS . ; QUANTITY PHOTOGRAPHS 
\ ‘ “ 6th &S N 
poco ae ai SYNDICATED HOt ORGANS 
MAIL ADDRESSING STICKERS ee ~ oe ee re 
7 ‘ = TRADE ASSOCIATIONS 
MAIL ADVERTISING SERVICES (Lettershops) ; ee 


t \ 


y 
\ 
y 


TYPE FACES 


y ' TYPEWRITERS 


EZZZZLZZLALZZZZZ 


A444 


Ade 


ade 





CALIFORNIA MAILING STENCILS 





SITUATION WANTED—MALE 


CRACKERJACK CIRCULATION DI- 
RESTOR: Direct Mail Promotion man: 





Advertising copy and layout: circu- 
lars. brochures; Journalism college 
graduate; editorial experience; office 
management: handle own correspond- 
ence and promotion campaigns from 
start to finish: veteran, excellent ap- 
pearance. Box 62. The Reporter. 17E. 





42nd St.. New York 17. 





SHORT NOTES 
DEPARTMENT 


Continued from page 


specific audience than a glamorous, 
gadgety afiair. BUT... the salesmen 
demand the gadget letters. and don't 
want to fool around with the more 
conservative. They think they look 
better . and naturally will be more 
effective. So the ad kits are necessarily 
filled with the swanky stuff that sells 

. . the salesman. The poor prospect 
gets left out in the cold. Sad part is, 
the salesman is the one who'll freeze 
first. Perhaps this problem should be 
placed before Tide's Preference-Sur- 
vey Panel (see page—this issue). It 
will probably OK the use of the glam- 
crous pieces. because the salesmen 
prefer them. What's a little thing like 
“results” among friends who want to 
sell more printing. 


@ A PLEASING SPREAD of bathing 
suit-clad gals appears in June 
“Friends” ... h. m. of the Chevrolet 
dealer. Carries monthly picture fea- 
tures on all sorts of topics. Published 








by Ceco Publishing Company. 4-105 


Motors Building. Detroit 2. 
Careful use of cheesecake 
enjoyable summer-time 


General 
Michigan. 
makes for 
reading. 


aa 


@ NATIONAL STATIONERS Associa 
tion has published a product education 
series .. . to provide stationery 
salesmen with basic knowledge for re 
tail selling. Each manual is accom 
panied by a leader's guide and a set of 
test questions. First section is titled 
“How to Sell Stationery Satisfaction”. 
the second “How to Sell Filing Sup- 
plies”. More to come on loose leaf 
fountain pens and so on. Thev're 
profusely illustrated. 8'/." x 11”, offset 
jobs. Very complete. highly organized. 
For further information ... write Rose 
Cushman. Ass'‘t to the General Manager 
NSA. 740 Investment Building. Wash 
ington 5. D. C. 


@ “SPRING IS IN THE AIR” and so is 
Ayers Golden Chance perfume. Just 
smelled and examined Lever Brothers’ 
(in Cambridge. Mass.) employee h. m. 
. «+.» “The Lever Standard”. The May 
issue has 42 pages about their New 
York Harriet Hubbard Ayer plant. For 
added realism . . . Editor Jack Barnes 
included a good-sized sachet of odorous 
Golden Chance inside front cover. It 
was suggested that employees see if 
they could detect the floral odors in the 
powder, and then save the sachet for 
their wives. Certainly an unusual tech- 
nique of product sampling for em- 
ployees. The perfumed ink technique. 
as The REPORTER used a year ago 
last February - was discarded 
because of ink-drying problems on 
coated stock and the likelihood that the 
odor would not retain exactly the scent 
of G. C. (Incidently. we had no drying 
trouble on similar stock). There's no 
doubt that the powder smells stronger. 
One of your rer was given a 
seat on the crowded subway going 
home ... after reading the issue. 


eee 


@ IF YOU ARE interested in using plas- 
tic binding . . . you'd better write to 
Plastic Binding Corp. 732 Sherman 
Street Chicago 5, Illinois and ask for 
“Six Popular Styles”. It's a 32-page, 
5¥g" x 7%" booklet. naturally 
plastic bound. Pictures the styles of 
books that can be held together this 
way. There's also a section on the 
history of bookbinding art. And last 
page shows how a loose-leaf suppli- 
ment can be removed or inserted by 
means of special comb supplied. 


eee 


@ AN EXAMPLE of super-fine printing 
is shown by the Nunn-Bush Spring- 
Summer Catalog of different N-B shoe 
styles. The cover is high embossed 
to simulate leather grain. Inside 48 
pages are magnificent reproductions of 
shoes . .. on glossy stock. They jump 
right off the pages. Printed by Wetzel 
Brothers, 444 North Broadway. Milwau- 
kee 2, Wis. They can probably supply 
you with a copy. 


eee 


@ THERE'S ONE OUTFIT that must be 
making itself many friends .. . and all 
because of the kindly way they pay 
their bills. A pink check-sized mimeo- 
graphed note is sent along with each 
remittance by M. Morrison of the 
C. lL. Togstad Company (perfuming and 
flavoring extracts). Kokomo, Indiana. 
Copy reads: “Here is our check... 
we are pleased to send it to you for we 
enjoy giving you our business. We 


like your product .. . your service . . 
your friendly cooperation ... yes, we 
like to know we can depend upon you 
for QUALITY—the word that is behind 
all Togstad Products. We hope you 
enjoy doing business with us.” A few 
too many “we-we™ words .. . but still 
a very sound idea. 


@ JANE BELL terminated her ten-year 
stint as Executive Manager of the Direct 
Mail Advertising Association last No- 
vember. Her many friends in the DMAA 
and among convention-goers have 


wanted to know “What's cooking?” 
For years Jane has been toying with the 
idea of getting into the real battle- 
line of Direct Mail production. 
Now she has done it. She has estab- 
lished the Jane Bell Direct Advertising 
Service at 305 East 46th Street. N. Y. 
The new business will specialize in 
offset printing. multigraphing. mimeo- 
graphing. addressing and mailing. 
Her friends will wish her well. 


@ TWO FACT-PACKED advertising 
handbooks have recently been pub- 
lished. One is written by “Cy” Frailey. 
titled “Handbook of Business Letters.” 
Filled to the brim with all kinds of sam- 
ple letters . . . including some for collec- 
tion, sales, goodwill, adjustment . . . and 
many. many others. The 1301 pages 
also contain advice on letterheads. sal- 
utations. commonly misspelled words. 
etc Sold by Prentice-Hall. Inc., 70 
Fifth Avenue, New York 11. N. Y. Price: 
$12.50. The other is a 386-page book 
titled “Printing and Promotion Hand- 
book”. written by Daniel Melcher and 
Nancy Larrick. “Written for people— 
including beginners—who have to buy 
printing and Direct Mail services and 
plan or prepare advertising or pub- 
licity.” Arranged like an encyclopedia 

with specific prices. where and 
how-to-get-it information. Published by 
McGraw-Hill, 330 West 42nd Street. 
New York 18, N. Y. Price: S6. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Just what the Devil 
DOES Dickie-Raymond DO? 


WE‘RE GLAD YOU 


FIRST OF ALL, we specialize in sales 

promotion and direct advertising. We 
write sales letters and mail campaigns, using tech- 
niques and methods that bring greater assurance of 
results because they are based on 28 years in getting 
results on products or problems similar to your 
own. We plan, write, design and produce book- 
lets, folders, and sales material. Not as a creative 
printer would design them, for we have no presses 
to feed. Instead, we buy on the open market, de- 
signing material that is right for the sales job and 
priced to the budget. We handle no magazine, 
newspaper or radio advertising. We are concerned 


only with selective markets that can be reached direct. 


More important than individual assignments ts 
our service to clients on the total sales problem If 
the objective is sales leads, we know the approaches 


and strategy that will produce sales leads at low cost. 


ickie—Raymond has been very 
in connection with the 
of sales promotion plans 
advertising material. 
is that Dickie—Raymond 
sularly strong in respect to 
therr nowledge of selling and their 
experience in the development of 


} 


material to support salesmen 
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Euror L. Wion 
na & Sales Promonon Manager 
rrep States ENveLOpe COMPANY 


ASKED THAT QUESTION 


We know, too, what the salesman should have under 
his arm to help him in follow-through. Perhaps the 
problem is dealer-distributor support, the announce- 
ment or publicizing of new products or services, the 
cementing of public or employee relations. These 
are all matters in which experienced, specialized, 
outside counsel is of great value. 
Dickie-Raymond operates on a fee basis. Even 
under the full-time retainer fee, you can have the 
services of this organization for about what it would 
cost you to hire a junior executive. There is no long- 
term contract—only a gentleman's agreement. Other 
fee plans are oftered for those whose problems are 


not of a continuing nature. 


There's a start on the answer to your question. 
If you'd like to know more, write on your business 
letterhead for a descriptive booklet that gives com- 


plete details. Or pick up the telephone. 


Typical Firms Served by Dickie-Raymond 


*s years or more ~* 10 years or more "15 years or more 


AIR EXPRESS DIVISION RAILWAY EXPRESS AGENCY, INC.**® 
AIR TRANSPORT ASSOCIATION OF AMERICA 
AMERICAN AIRLINES*** 

AMERICAN OPTICAL COMPANY 
THE BRUNSWICK-BALKE-COLLENDER COMPANY 
CURTIS 1000 ING 
DICTAPHONE CORPORATION * 

THE KIPLINGER WASHINGTON AGENCY** 
THE NATIONAL SHAW MUT BANK OF BOSTON*® 
PAN AMERICAN-GRACE AIRWAYS, ING 
PANTEX MANUFACTURING CORPORATION 
PITNEY -BOWES., INC. *** 
PLYMOUTH CORDAGE COMPANY * 
STEUBEN GLASS, INC 
SYLVANIA ELECTRIC PRODUCTS INC. ** 

THE WALL STREET JOURNAL* 

UNITED STATES ENVELOPE COMPANY *** 
WILLIAM ZINSSER & CO. INC 


go% Client Renewal Year After Year 


THERE’S ONLY ONE D 1ch1e- Ra ymona 


Merchandising and Sales Promotion Counsel, Direct Advertising 


§21 Fierh Avenve, New York 17 ~. 80 Broap Srreet, Boston 10 


MUrrav Hil! 7-3360 


HAncock 6-2360 





bring your 


layouts to life: print on 


. 
INTERNATIONAL LOp 


You can figure on this— everything will be clear when you use 
International Ti-Opake for reports, booklets, catalogs or prospectuses 
by letterpress or offset. In smooth or vellum finish, it’s strong and 
quick-drying. And so opaque it cuts see-through to the minimum! 


International Paper Company, 220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 





